Abstract: The article is devoted to the analysis of the construction of new system of gender images in the sociopolitical conditions in Russia during the last thirty ages. Based on Kress and Van Leeuwen multisemiotic theory and the ideas A. Dudareva, I.Groshev and M. Petrova, we conducted a research of gender images of women in the Soviet
Introduction
Changes in the socio-political conditions in Russia during last thirty ages influence the construction of gender images and values that can be expressed in gender self-presentations. Social discourses are devoted to the transformation of gender images in Russia. We consider the processes of transformation of gender images and values since the middle of 1980. The psychological aspects of system of gender values in connection with coping behavior were considered in articles of Petrovskii V. (2001) , Ilya Shmelev (2015) , Rubtcova (2016a, 2016b) .
Gender images are quite complex objects of analysis. It seems we can see and understand the meanings of photos effortlessly.
"Images are often used to bring a sense of immediacy and reality to the text in a way that promotes interaction with the reader" (MARTÍNEZ LIROLA, 2006, p. 253) . However, it is difficult to describe the meanings of photos in terms of analytical and research tools. That is why the social and language meanings of photos were situated outside the centre of social researchers' attention. Roland Barthes confirms this idea, reasoning about the analysis of "the air of a face": "The air of a face is unanalyzable (once I can decompose, I prove or I reject, in short I doubt, I deviate from the Photograph, which is by nature totally evidence: evidence is what does not want to be decomposed)" (BARTHES, 1981, p. 107-109) . Roland Barthes's contribution has served as a very useful idea for the further discussions of a photograph as a multimodal social phenomenon. Speaking about "the ways in which the meanings of images have been framed and adjudicated" John Tagg notes that these ways are connected with "the institutionalized function of the photograph as a privileged form of evidence which has been so important to certain processes of power" (TAGG, 2009, p. xv-xvi) . From this point of view, the social aspects of images cannot be examined in isolation from their ideological function.
To some extent, it is a focus on ideology of the power in photos (BRECKNER, 2008; SCHILL, 2012) .
In Russia, there have been several studies based on these ideas. Russian researchers have been looking at photos of Soviet leaders as the visible presence of Soviet ideology see e.g. (OREH, 2012; VENTSEL, 2010) . To sum up, it is generally thought that Soviet and Russian photos have been considered as a power and social phenomenon. However, this type of research had a big drawback of subjectivity in interpretation. As a result, until the end of the 1990s, the majority of social researchers considered photos as unworthy of scientific analysis.
Instead of previous ideas that can look for photo's ideology directly and literally, social semiotics focuses on the description of "semiotic resources" (JEWITT; OYAMA, 2001, p. 134 ). An important feature of the visual resources is the creation of potential meanings. Accordingly, resource description is not a description of one meaning; it is a description of the limited set of 2006, p.14) . This means that serious cross-cultural differences in interpretations are possible. "Meanings belong to culture, rather than to specific semiotic modes" (KRESS; LEEUWEN, 2006, p. 2). Here's how Kress and van Leeuwen further say on this: 'Western' cultures (KRESS; LEEUWEN,, 2006, p.2-3) The issue arises: сan a multisemiotic theory help us to analyse Orthodox patriarchs photos, which are the product of Russian culture and Russian perceptions? The Indians, whom we will ask, are also representatives of non-Western cultures. However, after establishing the "West" orientation and the nonuniversality of their visual grammar, Kress and van Leeuwen suggested that In respect to ideology, it can be said that due to the difference of perception of photos in different cultures, they may produce a different ideology. If the authors/producers of Russian photos suggested one meaning, the result can be completely different in another culture and the photo will produce an unexpected ideology.
Therefore, photos' ideology is not a constant. It provides the meaning potential where "the meaning potential is the range of significant variation that is at the disposal of the speaker" (HALLIDAY, 1971, p. 171 ).
Since our hypothesis assumes that Russians and Indians will perceive photos in different ways, the focus of our study will be on the interaction between a viewer, a producer and photos' represented participants that is the focus on interpersonal metafunction. Interpersonal metafunction was firstly described by М.А.К. Halliday in his works see Halliday and Hasan, 1985 , Halliday 1978 , 1985 , 2003 , 2014 language is always also enacting: enacting our personal and social relationships with the other people around us" (HALLIDAY; MATTHIESSEN; HALLIDAY, 2014, p. 30) . According to Halliday, [...] we inform or question, give an order or make an offer, and express our appraisal of and attitude towards whoever we are addressing and what we are talking about. This kind of meaning is more active […] this is 'language as action'. We call it the interpersonal metafunction, to suggest that it is both interactive and personal MATTHIESSEN; HALLIDAY, 2014, p. 30 ).
In a case of an image, the interpersonal metafunction is shown through the relationship between the represented participant(s) and the viewer/reader. In addition, the relationship is established In result three kinds of relations between participants were established:
(1) relations between represented participants; (2) relations between interactive and represented participants (the interactive participants' attitudes towards the represented participants); and (3) relations between interactive participants (the things interactive participants do to or for each other through images) (KRESS; LEEUWEN, 2006, p. 114). These relationships can be studied with the help of relatively simple indicators, that are reflected in photos and created these interactive meanings. They are Contact, Social Distance and Attitude (see Fig. 1 )
Figure 1 -Interactive meanings in images
Font: Kress and Leeuwen, (2006, p. 149 ).
In our research we analysed two systems: system of contact and system of distance. 1) Contact. Use a ''view'' (gaze) promote establishing a relationship between the viewer and some person in the image.
The concept of contact is particularly important for us because our each photograph or each picture book can contain the image of a person. In this context, the view is understood as a situation where the portrayed person looks directly at the viewer. Kress and Van Leeuwen (2006, p.122) 2) Distance. The physical distance between depicted people and the audience determines the social distance. In this sense, the physical distance is the size of the object in the image that creates the visual impression that he is at some distance from the viewer. Physical intimacy depicted with the audience, as well as between real people, represents some social proximity, the close relationship between them.
Photographs typically indicate location, since participants often are in specific locations (e.g. Patriarch in Church, meeting
Patriarch and Pope in an airport). The visual representation of location distinguishes between foreground, that is, being more prominent or more salient, and background, being less prominent.
To illustrate this, objects in location can have different shapes and
sizes. Photographs usually demonstrate not only one or several objects but a situation of interaction between them. We can distinguish three distances:
1. The close distance shows the situation and objects as if the viewer is engaged in it.
2.
The middle distance -the situation and objects are shown full without much space around it.
3. The long distance -the situation and objects are shown for our contemplation only.
Kress and Leeuwen offered the following respective types Woman's image as social active subject is developed by F.
Status of Women in the Soviet Union
Engels, who developed the basics of socialistic theory in relation of women's emancipation. He suggested that if a woman could work outside home and housework and caring for children would be socialized, oppression will be stopped, and communist society will create real equality "between genders". The system of gender values based on gender equality, which had remained elusive ideal in all socialist countries. Not only Engels has overestimated the extent of which greater participation of women in the labor force will change the gender values, but Soviet Union as its satellite states in Eastern Europe has proved that it lacks the commitment which is needed to transform traditional gender images, stereotypes and values. The Soviet commitment to ideal of liberation of women ranged depending on the economic needs of state and national goals.
Extensive research Lapidus (1978) found that the refusal of the Soviet experiment and establish egalitarianism and emancipation in gender relations were determined to three main factors:
1. ambiguous legacy of Marxism, which focused on a class relations, and does not focus on gender value orientation and gender relations;
2. the prevailing model of economic development of the country; The men-politicians have found a simple solution of these social problems: to reduce the labor force. They began to return to traditional gender image of women as a housewife who doesn't work.
So, as they thought, women would valance their jobs and return to execute home tasks and child care. Gorbachev's government has not justified its unwillingness to protect women from the dominance of conservatism and to defend women's rights. Gorbachev (1988) , in his book "Perestroika and new thinking for our country and for all world" proposed the way to solve the social problems arising from the women's emancipation: free them from jobs and return them into the house with their children (GORBACHEV, 1988, p.56) . New gender images of women as housewives and homemakers were generated. Women should return to their "feminine" mission.
Transformation of Gender Images and Values in Modern Russia
However 
Theoretical Background Methodology
Transformation processes of gender images emerged especially brightly in modern Russian advertising and social media, which has become the object of study of Russian and Western sociologists, culture experts and advertising specialists (GROSHEV, 1999, p. 2-3) . Russian scientists focus on the modern gender image of women in advertising. (AL'CHUK, 1998; GROSHEV, 1999; VORONINA, 2000) . The presentation of the male body in the information space has dramatically changed. The man should pay the same attention as women to his clothes and his body image, which requires a serious investment of time and financial resources (PETROV, 2010, p. 403 ). The body is transforming more and more in "idol" for man and women. Standards of mass culture impose "ideal" images of men and women formed in the western culture.
Modern young men as well as women, are engaged in the conscious construction of its bodies. This liberalization in the sphere of images of male body expressed in changing of the rules of his image. In particular, as I.S. Cohn noted that in erotic magazines, in advertisements, in the classical paintings of the past, the male body is usually depicted smooth and hairless (VORONINA, 2000) . Now preferences of men and women has changed. for whom it seemed the biggest attraction was the man's body with the hair, which was manifested in the formation of the corresponding gender of advertising images (PETROV, 2010, p. 403) .
The research of Dudareva (2003, p. 121) , Groshev (1999) and Petrov (2010, p. 403) identified the following types of gender images of men in the modern Russian advertising XXI century.
1. The "ideal" man. He has slim appearance, moderate unshaven, with moderate hair on his chest.
2. Men who are overweight. As he presented in advertising he doesn't have high and even middle intellectual abilities.
3. Thin man. He also does not have the high and average intellectual abilities and he is coward.
4.
Professional. This is a man who has specific knowledge in any field and knows how to apply them professionally.
For example, teacher.
Creators of the advertising product prefer to depict "ideal" man and doesn't want to depict 2 and 3 types. Based on the ideas A. Dudareva, I. Groshev and M. Petrov we conducted research of gender images of women in the modern Russian advertising.
Data
The data comes from 300 images of the Russian women in advertising. 300 images were specifically chosen by the author in order to be acceptable for coding. The study was conducted in two stages. In the first stage, author encoded the full photograph corpus according to interpersonal metafunction's codes based on the Kress and Leeuwen's Systemic Functional Linguistics for images (the system of contact: demand, offer) and chose 12 advertising images.
Then we created the formalised interview guide. Each system ("Contact", "Distance", "Attitudes") has two kind of questions: a question with a name of code and a question with the description of code. The formalised interview guide was trialled by three independent respondents. Upon their recommendations, we made minor changes to the phrasing of some response options and excluded a choice: "It is hard to say ", therefore then it would be the main choice as our preliminary testing of the formalised interview's questionnaire has showed.
We have found Russian and Indian women-respondents.
The sampling method is snowball technique (GOODMAN, 1961) .
We interviewed 12 Russian and 12 Indian women because only such quantity of the women could be found in a given time period in St. Petersburg. We showed to respondents the selected images and asked to do encoding of images of advertising. We will present the result of two important system of interpersonal metafunction:
system of contact and system of distance.
Results
Results of coding of Contact are presented in Table 1 .
Despite the fact that according to both Indian and Russian coders the choice of Demand prevails than the choice of Offer in the full photos'corpus, there are differences between Russians and Indians (see Table 1 ). As we can see in Table 1 Results of the coding of Distance are presented in Table   9 and Figure 7 . As we can see, there is some tendency for Indians to perceive more photos as Intimate/personal, while Russians can see more cases of Impersonal distance (see Table 9 ). In regard to the coding of Impersonal, this difference reached 13,1% for Indians and 22,2%% for Russians. Difference in Intimate/personal coding is less; it vary from 12.2% for Indians to 9,7% for Russians. These differences can be found because of the size of the images' corpus. At the same time, both groups encode most part of the photos as Social distance (from 68.1% for Russians to 74,7% for Indians). 
Discussion
Culture and ideology have an influence on photograph's perception and its perception is very important to images' producers.
The role of gender images in cultural/ideological/political affairs will likely grow as internet, TV, 3D, virtual reality continues to increase in importance. Despite some competition with video streaming, photographs still play a foundational role in any communication process and we still know a little about viewer's perception. Our research tries to expand the understanding of images' role by focusing on the area how interactive meaning of images is created and a received by audiences from non-Western cultures.
Our study points out the importance of the Kress and van were concerned with ideological/cultural reasons and requests, and in fact were the results of interpretations. However, ideological/ cultural reasons exist, and their influence is rather strong. These reasons are going through all stages of our research. The first challenge was concerned with the names of contact's codes that are "demand" and "offer".
In spite of the fact that both Russia and India are nonWestern countries, it is impossible to think that they are the same.
From this point of view, the term "non-Western" is the name of something unknown, rather hidden from the Western analytical eyes, the demarcation of white spot on the map of consciousness, than it is the explanation of something that is really "non-Western".
For example, our Russian and Indian coders and respondents demonstrate very different strategy in coding/evaluating of "demand" and "offer". It was a surprise for us, that Indians showed understanding of "demand" with some similarity with "Western" as it was described in the Kress and Leeuwen, and Lapidus, theory. It seems Indian "demand" should look like it is in Figure 4 . At the same time, Russians faced with the problem that "demand" couldn't be clear described geometrically. "Demand" and "offer" for Russians are different types of behavior when "demand "is a strong request while "offer" is a soft request. So, there are no reasons for Russians to think that Figure 4 demonstrates a strong request and Russians can evaluate it as "offer". "For instance, in order to be "demand" this Indian gaze should be gloomier, maybe even spiteful (see Figure 4 ).
However, it is not a problem for Russians to see "demand" at any angle, including in a profile (see Figure 5 ). transforming into the object that can be purchased and can be enjoyed. In this moral and spiritual value orientations, there is no impact on contemporary dominant social system of gender images.
